1994, Index of 


American 
Demographics 


AZINE 


SUBJECT INDEX 


adult education, S/30-38 


advertising 

appealing to both sexes, 
My/15-16; advertising effectively, 
My/48-57; circuiars, N/12-13; 
distribution of spending, 
Ag/44-50, 55; in a slow-growth 
economy, S/40-46; influence of 
company logos, Ap/21-22: 
messages of the future, Ja/42-48; 
percent who believe ads, Mr/24-29; 
sexual content in, Ap/24-30 
spending per household, Ag/44-50, 
55; to affluent readers, 
$/44-45 


affluent 

black vacationers, Ag/4 
more likely to take husband’s name, 
Mr/9-11; popular radio formats, My/ 
43; readers, S/44-45; spending for 
households with $50,000+ income, 
Mr/11-13 


African Americans (See blacks) 


African immigrants, Ja/9-10 


aging (See older adults) 


apparel: 
pantyhose market, Ap/17; spending 
by householders, Mr/2 


Arab Americans, Ja/10-11, 22-30 


arts: 

museum visitors, N/32-38; 
participation, F/9-10; preferred 
characteristics of visual art, My/9-10 


Asians: 

in the suburbs, My/32-38; malls 
for, My/36-37; supermarkets, D/19; 
top-10 downtowns and edge cities, 
F/24-33 


Atlantic City, revitalization, S/4 


attitudes: 

toward change, S/12-13; toward 
spending and saving, sexuality, and 
musical preferences, D/22-28; 
men’s change in priorities, D/11 


Auburn, NY, Demogram, Je/26-27 
automobiles: 


commuting alone, Je/44-52, 57; 
major purchase decisions, 


My/15-16 


baby boom: 

cohort | and II, D/22-28: delayed 
childbearing, JI/15-16; increasing 
spending, Mr/2; radio music 
preferences, My/40-46; saving for 
retirement, S/22-28, 52; retirement 
age, Je/28-34; view on sex in 
advertising, Ap/24-30 


baby boomlet: 

annual number of births 
declining, Mr/16-17; birth rates, JI/ 
15-16; boosting college enrollment, 
My/59; entering college in 1995, 
My/12-13 


baby bust: 
Generation X cohort, D/22-28; 
views on sex in advertising, Ap/24-30 


baking, 0/59 


Baltimore, MD, Demogram, 
JI/32-33 


baseball, 0/9-11 


bird watchers, Ja/4 


births: 


1970-2000, JI/16; annual 
number declining, Mr/16-17; how to 
predict future births, Ja/50-53; 
mixed race, Je/36-42 


blacks 

arts participation, F/9-10; 
celebration of Kwanzaa, D/4; 
earnings by education level, 0/28- 
35; earnings gap between blacks 
and whites, Ap/18-19; top-10 
downtowns and edge cities, 
F/24-33; vacations, Ag/4 


blue-collar, earnings gap between 
blacks and whites, Ap/18-19 


bowling, F/4 
brand loyalty: 

importance of environment, 
Mr/24-29; switching brands, S/46 


breakfast, F/20 


Buffalo, NY, highest number of 
workdays lost, Ap/38 


businesses, succeeding despite 
slow growth, Ap/52-56 
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museum visitors, N/32-38; 
participation, F/9-10; preferred 
characteristics of visual art, My/9-10 


Asians: 

in the suburbs, My/32-38; malls 
for, My/36-37; supermarkets, D/19; 
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F/24-33 


Atlantic City, revitalization, S/4 


attitudes: 

toward change, S/12-13; toward 
spending and saving, sexuality, and 
musical preferences, D/22-28; 
men’s change in priorities, D/11 
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commuting alone, Je/44-52, 57; 
major purchase decisions, 


My/15-16 


baby boom: 

cohort | and II, D/22-28: delayed 
childbearing, JI/15-16; increasing 
spending, Mr/2; radio music 
preferences, My/40-46; saving for 
retirement, S/22-28, 52; retirement 
age, Je/28-34; view on sex in 
advertising, Ap/24-30 


baby boomlet: 

annual number of births 
declining, Mr/16-17; birth rates, JI/ 
15-16; boosting college enrollment, 
My/59; entering college in 1995, 
My/12-13 


baby bust: 
Generation X cohort, D/22-28; 
views on sex in advertising, Ap/24-30 


baking, 0/59 


Baltimore, MD, Demogram, 
JI/32-33 


baseball, 0/9-11 


bird watchers, Ja/4 


births: 


1970-2000, JI/16; annual 
number declining, Mr/16-17; how to 
predict future births, Ja/50-53; 
mixed race, Je/36-42 


blacks 

arts participation, F/9-10; 
celebration of Kwanzaa, D/4; 
earnings by education level, 0/28- 
35; earnings gap between blacks 
and whites, Ap/18-19; top-10 
downtowns and edge cities, 
F/24-33; vacations, Ag/4 


blue-collar, earnings gap between 
blacks and whites, Ap/18-19 


bowling, F/4 
brand loyalty: 

importance of environment, 
Mr/24-29; switching brands, S/46 


breakfast, F/20 


Buffalo, NY, highest number of 
workdays lost, Ap/38 


businesses, succeeding despite 
slow growth, Ap/52-56 
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California: 
commuting, F/18-19; predicting 
future births in Palo Alto, Ja/50-53 


camcorders, households owning, S/60 


Canada: 
attitudes toward health risks, 
D/30-36; supermarkets, My/22 


cancer death rates, My/18 


cats, projections of households 
owning, S/59 


cause-related marketing, Ja/2, 
D/16-17 


cellular 
communications, JI/6; phones, 
F/2; Ag/30-35, 56 


census, changes for 2000, Ag/2 


Census Bureau: 

1993 Statistical Abstract, F/20; 
Current Population Survey changes, 
F/10-12; error in projections, Je/9; 
free data through libraries, Ap/6; 
Geographic Mobility: March 1990 to 
March 1991, Ap/49; interview with 
new director, D/9-10 


change, attitudes toward, S/12-13 


charitable contributions, JI/48-52, 57 


Chevy Chase, MD, Demogram, Ap/29 


child-care options, JI/11-13 


children: 

child-care options, JI/11-13; 
forecasting school enrollment, 
Ja/50-53; influence on purchase 
decisions, Je/2, 22-26; keeping in 
touch with parents, Ag/15-16; living 
in poverty, N/19-20; marketing to, 
Je/22-26; spending on by 
household income, S/10-11 


cities, crime rates, Ap/11-12 


City Family magazine, My/14-15 
coffee consumption, N/4 


cohorts, sharing attitudes and 
consumer behavior, D/22-28 


college education: 

costs, F/20-22, N/9-10; women 
pursuing advanced degrees, 
Je/20-21 


college graduates: 

1992-2000, My/59; costs, 
F/20-22; popular radio formats, 
My/43; salary and percent 
unemployed, F/20-22 


commuters: 

alone by car, Je/44-52, 57; in 
Los Angeles, F/18-19; where to find 
statistics, Ag/6 


computers: 
changing technology and 


expense, F/2; growth of the Internet, 


My/6; home, F/59, D/20; ownership 
by household type, 

F/59; purchase and use of, Ja/18; 
shopping by, My/11; use by gender, 
D/20; use to track crime, Ja/13-14 


consumer attitudes: 
influence of brands, Mr/24-29; 
VALS 2, JI/22-32 


Consumer Price Index, D/6 


consumer spending: 

Consumer Price Index, D/6; how 
income affects, JI/14-15; increasing 
again after recession, Mr/2:; 
spending clusters, D/13-14 


consumer trends, annual growth 


rates for selected consumer groups, 


Ap/52-56 


cosmetics, kosher lipstick, My/17-18 


counties, population growth in 
nonmetro counties, My/24-29 


crafts, woodworkers, Ap/15-17 


crime: 

catalog offering safety products, 
Je/12-13; in America, My/2; in cities 
and suburbs, 
Ap/11-12; self-protection products, 
0/19; use of computers to track, 
Ja/13-14 


Current Population Survey, 
changes, F/10-12 


customer service, 

cause-related and database 
marketing, Ja/2; importance in 
business, Ap/52-56 


day care (See child care) 


Dearborn, MI, Demogram, Ja/30-31 


death rates, My/18 


Depression cohort, D/22-28 


diabetes death rates, My/18 


direct marketing: 

consumer privacy issues, 
0/46-51, 54-55; interactive 
shopping, S/6 


discount stores: 
everyday low pricing vs. special 
promotions, Ja/11-13 


displaced: 
homemakers, F/6; workers, 
$/30-38 


doctors: 

by type of practice, N/40-47; 
income, N/40-47; patient visits, 
N/40-47; practice hours, N/40-47; 
women, N/40-47 


dogs, projections of households 
owning, S/59 


downtowns and edge cities, F/24-33 


driving (See automobiles and travel) 


dual-earner households, spending, 
Mr/11-13 


earnings gap between men and 
women, Ja/16-17 


earthquakes, danger zones and 
estimated damages, 0/60 


edge cities, F/24-33 


education: 

baby boomlet going to college, 
My/12-13; by race, Hispanic origin, 
and foreign birth, Ja/9-10; cause- 
related marketing, Ag/14-15; college 
costs, F/20-22; college enrollment 
changes, N/9-10; effect on income, 
0/28-35; high school and college 
graduates, 1992-2000, My/59; 
predicting future school-age 
population, Ja/50-53; private vs. 
public schools, 0/18; specia 
education teachers, D/14-16; 
spending per pupil, Jl/42-47; 
technology programs, JI/47 


educational attainment of Arab 
Americans, Ja/22-30 


elderly (See older adults) 
elections, 1992 presidential, 0/20-26 


employment: 

growth by industry, Mr/17-21; in 
tourism industry, Mr/60; top-40 job 
centers, F/24-33 


entrepreneurs, growth of, Ja/14-15 


environment: 

businesses’ environmental 
image, Mr/24-29; eco-travelers, 
Ap/21; environmentalists by type, 
Mr/24-29; importance in brand 
selection, Mr/24-29; precycling, 
D/11-13 
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ethnicity: 

Arab Americans, Ja/22-30; 
marketing to a diverse population, 
Mr/56-57; top-10 job centers by 
percent Asian, white, black, 
Hispanic, F/24-33 (See also 
minorities) 


fads, how to distinguish from 
trends, D/38-45 


farm population declining, Mr/21-22 


fast food: 
hamburger restaurants, JI/60; 
pizza restaurants, Ag/60 


fax on demand, N/6 


financial services: 

account ownership, JI/34-40; 
older adults, Ji/34-40; to prepare 
for retirement, Je/28-34 


firestorms, in California, 0/4 


fishing: 

by age, household income, 
educational attainment, Ja/34-40; 
expenditures by sport type, 1991, 
Ja/34-40; top and bottom states for 
anglers, Ja/34-40; TV programs, 
Ja/39 


fitness, activities for working 
women, F/12-13 


Florida, leisure travel to, by region, 
Mr/60 


focus groups 
computer analysis, D/17-19; use 
of video conferencing, Ja/6 


food 

attitudes toward fat-free foods, 
Ap/12-13; baking, 0/59; Canadian 
supermarkets, My/22: coffee sales, 
N/4; fast-food hamburger 
restaurants, JI/60; frozen yogurt 
sales, N/4; home-cooked vs 
restaurant meals, F/16-17 


increased spending, Mr/2; pizza 
restaurants, Ag/60; snack-food 
consumption, JI/13-14; U.S. 
supermarkets, My/22 


gambling: 
illegal gambling arrests, S/4; in 
Atlantic City, S/4 


gardening, selling zoo manure, 
Je/15-17 


generations, marketing to 
Eisenhower Generation, JI/34-40 


Geneva, NY, Demogram, N/28-29 


GIS systems: 

how to acquire, F54-55; using to 
track crime in San Bernardino, CA, 
Ja/13-14 


golf: 
executive golfers, My/4; golf 
holes per capita, My/60 


gun ownership, 0/19 


harassment: 

defining sexual harassment, 
Ap/14-15; influence of sexual 
references in acvertising, Ap/24-30 


health: 
attitudes toward fat-free foods, 
Ap/12-13; habits, F/20; days of life 


lost due to various causes, D/30-36; 


health problems in selected metros, 
Ap/32-39; hearing trouble, N/48-55; 


number of doctor contacts per year, 
Ap/32-39; smoking and lung cancer, 


N/60; stress and sleep, S/14-15 


health care: 

home accessibility devices, 
Mr/38-46; home care, Mr/38-46; 
medical videoconferencing, Mr/6; 
occupations, N/40-47; satisfaction 
with HMOs vs. PPOs, F/17-18; 
spending on home care by state, 
Mr/38-46; women doctors, N/40-47 


health insurance: 
HMOs vs. PPOs, F/17-18; 
uninsured by state, Ja/56 


hearing trouble, N/48-55 
heart disease death rates, My/18 


high school: 

baby boomlet entering college in 
1995, My/12-13; graduates 1990- 
2004, My/59; percent of students 
who go to college, 
JI/42-47; student performance, 
JI/42-47; technology programs, 
JI/47 


Hispanics: 

death rates, My/18-20; earnings 
by education level, 0/28-35; 
earnings of Hispanic vs. non- 
Hispanic women, Ja/16-17; 
markets, F/44-53; top downtowns 
and edge cities, F/24-33; top 


metros, Ag/16; top urbanized areas, 


F/44-53 


hobbies: 
bird watching, Ja/4; woodwork- 
ing, Ap/15-17 


holidays: 
Kwanzaa, D/4; Secretaries Day, 
Ap/4 


home computers, F/59 


homemakers: 
displaced, F/6; male, Mr/59 


homeownership: 

by age, JI/34-40; by household 
type, 1992, 2000, 2010, Ja/55; 
second homes, N/59 


household spending: 

by education level, 0/28-35; by 
households with $50,000+ income, 
Mr/11-13; increased spending by 
35-to-44-year-olds, Mr/2; married 
couples, 0/11-14 


households: 

change, Ag/59; homeownership 
by household type, 1992, 2000, 
2010, Ja/55; income by age group, 
1992-1999, JI/59; owning cellular 
phones, Ag/30-35, 56; percent 65 
and older living with adult children, 
Mr/38-47; size, Ag/59, 0/2; 
vacations by household type, Ap/59 


housework, men doing laundry, 
Mr/13-14 


housing: 

elderly, Ag/43; new-home 
purchase decisions, My/15-16; 
preferences of retirees, Je/33; units 
built in 1939 or earlier, Je/60 


hunting: 

by age, household income, 
educational attainment, Ja/34-40; 
expenditures by sport type, 
Ja/34-40; top and bottom states for 
hunters, Ja/34-40 


hurricanes: 

Andrew, population losses, 
$/9-10; danger zones and estimated 
damages, 0/60 


immigrants: 

Arab Americans, Ja/22-30; 
African immigrants by race and 
education, Ja/9-10; Hispanics into 
the U.S., F/44-53; illegal, JI/10-11; 
influence on interstate migration, 
Ap/40-48 


income: 

average annual ages 45 to 64, 
JI/34-40; by race and education, 
0/28-35; for men and women 
doctors, N/40-47; household 
income by age group, Ji/59; growth 
in the 1990s, D/60; of Arab 
Americans, Ja/22-30; of Asian 
Americans, My/32-38; of hunters, 
Ja/34-40; of restaurant owners, 
Ag/20-21; of teenagers, JI/9; 
working women’s contribution to 
family income, Ja/16-17 
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insurance: 
fire, 0/4; weird policies, D/35 


integration in metropolitan areas, 
Ag/9-11 
international: 

how Americans view other 
countries, Ag/12-13; Mexican 
spending, S/15-17, 0/17-18; 
retiring to Mexico, N/20-21; world 
population growth, Mr/22-23 


Internet, My/6 


investments, by education level, 
0/28-38 


Jews: 
kosher lipstick, My/17-18; 
moving south and west, Je/10-11 


job training in high school, JI/47 


Kmart: 
choosing sites, Ag/11-12; expanding 
to other countries, $/17, 20 


Kwanzaa, D/4 


labor force: 

doctors, N/40-47; earning gap 
between blacks and whites, 
Ap/18-19; employees with benefits, 
$/30-38; employment in tourist 
industry, Mr/60; empowering 
employees, Ap/52-56; health-care 
occupations, N/40-47; lost work 
days due to illness or injury, 
Ap/32-39; projected number of 
civilians employed by industry, 
Mr/17-21; promotions and raises, 
$/14-16; retirees returning to labor 
force, Je/28-34; top-5 industries for 
Arab Americans, Ja/22-30; self- 
employed earnings, N/14, 18; special 
education teachers, D/14-16; top-5 
occupations for Arab Americans, 
Ja/22-30; top-40 job centers, F/24-33; 
union membership, Je/14; working 
women, S/36-37 


leisure time: 

arts participation, F/9; bowling, 
F/4; executive golfers, My/4; golf 
holes per capita, My/60; vacations 
by household type, Ap/59; 
woodworking, Ap/15-17 
life expectancy, days lost due to 
various causes, D/30-36 


literacy, Je/6 
local-area projections, 0/43 


logos, helping or hurting product 
image, Ap/21-22 


Los Angeles commuters, F/18-19 


magazines: 

for low-income New Yorkers, My/ 
14-15; online, F/40-41; professional 
association, S/44-45 


Mall of America, F/13-16 


Maplewood, NJ, Demogram, 
Mr/28-29 


mapping software, 
use of computers to track crime 
in San Bernardino, CA, Ja/13-14 


market research, test marketing, 
JI/22-32 


marketing: 

cause-related and database, 
Ja/2, D/16-17; in slow-growing and 
fast-growing markets, Ap/52-56; 
multimedia products, Ap/17-18; to a 
diverse population, Mr/56-57; to 
baby boomers, S/2; to children, 
Je/2, 22-26; to older adults, 
Mr/32-36, Je/18-20; to technophiles 
and technophobes, F/36-42; to 
teenagers and young adults, 
N/10-11; to youth, S/2 


Marketing Tools magazine, Ap/2 


marriage: 
interracial, Je/36-42; percent of 


married women who don’t use 
husband’s name, Mr/9-11; percent 
who Say it’s difficult, S/12; status by 
age, 1992 and 2010, Je/59 


married-couple households: 
household income by age group, 

JI/59; major purchase decisions, 

My/15-16; spending, 0/11-14 


mature market (See older adults) 


media: 

advertising spending, 
Ag/44-50, 55; high-definition and 
interactive television, F/36-42; 
interactive shopping, S/6; online 
magazines, F/40-41; magazine for 
low-income New Yorkers, My/14-15; 
magazines of professional 
associations, $/44-45; marketing 
movies, Mr/48-54; marketing 
multimedia products, Ap/17-18; 
new, JI/16-17, 20; owners and users 
of high-tech products, Ja/42-48; 
people who embrace new media, 
Ja/42-48; preferences of the 50+ 
market, Ja/18-20; radio formats, 
My/40-46; Spanish-language 
television, Ag/16-17, 20; VCRs, 
F/36-42; videoconferencing, Mr/6; 
video-disc players, F/36-42 


men: 

appealing to in advertising, 
My/15-16; days of life expectancy 
lost due to various causes, D/30-36; 
doing laundry, Mr/13-14; how they 
define sexual harassment, Ap/14-15; 
male homemakers, Mr/59; primary 
shoppers, Mr/59; purchase and use 
of computers, Ja/18; selfperception, 
D/11; shopping in stores or by 
computer, My/11; top-10 down- 
towns and edge cities, F/24-33 


metropolitan areas: 

annual number of doctor 
contacts, Ap/32-39; city and 
suburban crime rates, Ap/11-12; 
commuting, Je/44-52, 57; disease 
ratios by selected health problems, 





Ap/32-39; most-surveyed, JI/22-32; 
ranked by Asian-American 
population, My/32-38; top areas for 
Arab Americans, Ja/22-30; top 
areas for Hispanics, Ag/16; work 
days lost to iliness or injury, Ap/32- 
39 
Mexico: 

middle-class spending, S/15-17; 
purchasing power parity, 0/17-18; 
retiring to, N/20-21 


middle class, by education level, 
0/28-35 


migration: 

from abroad, Ap/40-48; from 
cities to rural towns, My/20-21, 
My/24-29; geographic mobility data, 
Ap/49; interstate, Ap/40-48; 
interstate migration of whites with 
poverty incomes, Ap/40-48; of 
retirees, N/22-31 


minorities: 

by age, 1995-2025, JI/2; 
marketing to multicultural society, 
Mr/56-57 


mortality rates for Hispanics, 
My/18-20 


Moslems, 
in the U.S., Ja/10-11 


movies: 

preferences of older adults and 
young adults, Mr/48-54; rating 
system, Mr/48-54; yearly 
attendance, Mr/48-54 


multimedia, fax on demand, N/6 
museum visitors, N/32-38 


music: 

arts participation, F/9-10; 
attitudes toward music by cohort, 
D/22-28; favorite types, Ag/22-27; 
radio formats, My/40-46; tastes, 
Ag/22-27; Tejano, Je/40-41 
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natural disasters: 

danger zones, 0/60; estimated 
damages, 0/60; Hurricane Andrew, 
$/9-10 


net worth of Americans, Ap/9-11 


New York City: 
new magazine targeting low- 
income families, My/14-15 


nonmetropolitan counties: 
economic activity, My/27; 
growth, My/24-29 (See also rural) 


nonprofits, donations, JI/48-52, 57 


North York, Ontario, Demogram, 
F/34 


Northampton, MA, Demogram, Ag/28 


nostalgia radio, JI/39 


nursing homes, Mr/38-39 


nutrition (See food) 


older adults: 

attitudes toward spending, 
saving, sex and music, D/22-28;: 
characteristics of older consumers, 
Mr/32-36; dependency ratio, 
Ag/36-43; disabilities, Ag/36-43; 
financial planning, JI/34-40; giving 
to charities, JI/48-52, 57; growing 
population, Ag/36-43; keeping in 


touch with adult children, Ag/15-16; 


marketing to, Mr/32-36, Je/18-20; 
media choices, Ja/20; miles away 
from adult children, Ag/15-16; 
movie preferences, Mr/48-54; net 
worth, Ap/9-11; radio format 
preferences, My/40-46; segmenting 
by attitudinal group, Ja/18-21; 
views on sex in advertising, Ap/24-30 


online magazines, F/40-41 


open letters, S/48-52 





Orange County, NY, Demogram, 
D/28-29 


pensions, Je/28-34 


Perot, Ross, breakdown of voters, 
0/20-26 


pets: 
projections of households 
owning, S/59 


pizza restaurants, Ag/60 


politics: 
1992 presidential election, 0/20-26 


population: 

Arab Americans, Ja/22-30; 
bordering coasts, Mr/4; by 
education, Ja/9-10; by state, 
0/36-42; change, Ag/59, 0/36-42:; 
estimating after natural disasters, 
$/9-10; growth in nonmetro 
counties, My/24-29; growth 
slowdown over next 20 years, 


Ap/52-56; increasing diversity, JI/2; 


local-area projections, 0/43; 
minority projections, JI/2; state 
projections, 0/36-42; top-10 
downtowns and edge cities, 
F/24-33; world, Mr/22-23 


Post-War cohort, D/22-28 


poverty: 

and illiteracy, Je/6; children in 
low-income neighborhoods, 
N/19-20; new magazine for low- 
income New Yorkers, My/14-15; 
poor urbanites moving to rural 
areas, My/20-21 


privacy: 
interviews with experts, 
0/46-51, 54-55; policies, 0/55 


promotions, 
everyday low pricing vs. special 
promotions, Ja/11-13 


psychographics (See consumer 
attitudes) 


racial categories, census, Je/36-42 


radio formats, My/40-46, JI/39 
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